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Introduction
Accommodation services represent an expanding and research vibrant focus for tourism scholars, including many geographers. Timothy and Teye's (2009) work provides a benchmark for researchers concerned with an array of different accommodation services. Conventionally, the hotel sector attracts the greatest amount of attention. Among a range of issues that have come under recent scholarly scrutiny are hotel environmental management practices (Tsai et al., 2014) , the drivers of green innovation (Chou, 2014) , sustainable water management (Kasim et al., 2014) and key locational influences on hotel investment (Puciato, 2016) . Geographers have contributed a stream of works, inter alia, on developing a spatial typology of accommodation establishments in borderlands (Timothy, Gelbman, 2015) , understanding the evolutionary change and the inter-and intra-urban location of hotels in particular countries (Shoval, 2006; Shoval et al., 2011; Rogerson, 2013a Rogerson, , 2013b Rogerson, , 2014a Rogerson, , 2014b Ferreira, Boshoff, 2014; Li et al., 2015; Magombo et al., 2017) , the role of hotels as civic landmarks and their historical evolution (McNeill, McNamara, 2009 , hotels as key political spaces (Craggs, 2012) , the segmentation of the hotel sector (Rogerson, , 2011a (Rogerson, , 2001b (Rogerson, , 2013c , and most recently addressed the linkages between 'walkability' and patterns of tourism accommodation (Ram, Hall, 2018) .
Outside the hotel economy there exists what Timothy and Teye (2009) refer to as the 'new lodging phenomenon' which encompasses a cluster of newer types of commercial accommodation. These would include bed and breakfasts, guest lodges, homestays, glamping, safari lodges, backpacker hostels, second homes, timeshare, and most importantly peer-to-peer sharing in terms of Airbnb. The 'disruptive innovation' of Airbnb has catalysed most scholarly interest including studies of its sustainability, organisational dynamics and spatial distribution in cities (Guttentag, Smith, 2016; Varnma et al., 2016; Gutierrez et al., 2017; Visser et al., 2017) . Arguably, in terms of existing research on the new lodging phenomenon most emphasis has been towards studies investigating the accommodation of leisure travellers. In this paper the focus is re-directed towards an emerging new form of accommodation which is primarily targeted at the business tourist. The serviced apartment concept originated during the 1960s in the United States and functions as an alternative to full service hotels for business (as well as leisure) travellers. Subsequently it has expanded in popularity on a global scale (The Apartment Service Worldwide, 2013 Worldwide, , 2015 Worldwide, , 2016 EY, 2014) . Henderson and Smith (2012: 349) identify serviced apartments as "a distinctive type of tourism accommodation with a range of providers" and one that "is increasing in diversity, popularity, and commercial importance in much of the world". This said, the serviced apartment sector has attracted minimal international attention from either tourism or property researchers (Poon, 2005; Greenberg, Rogerson, 2015) . Against this backdrop the task is to contribute to the limited scholarship about serviced apartments by an investigation of their expansion and spatial distribution in a South African case study.
Across Africa it is observed the serviced apartment industry is "relatively undeveloped" and mainly comprised of "unbranded and low quality stock" (Kinuthia, 2016: 3) . Nevertheless, with the recent economic rise of Africa, there has occurred a burgeoning of business travel as well as growing demand from a global cohort of business professionals who work away from home either on a short to medium term basis (Rogerson, 2015a ). An observed trend is for the growth of quality serviced apartments in certain of Africa's major capital cities or business destinations including Dar-es-Salaam (Tanzania), Abuja (Nigeria) and Addis Ababa (Ethiopia). In addition, it is reported that Marriott International is planning to develop by 2020 a chain of 12 properties across the continent using a variety of its brands (Kinuthia, 2016) . Currently, Kenya and South Africa are identified as the major growth points for serviced apartment developments in sub-Saharan Africa (Greenberg, Rogerson, 2015; Kinuthia, 2016) . The aim in this paper is to investigate the development of service apartments in one of South Africa's major business tourism destinations, the city of Cape Town. The analysis of the evolution and dynamics of this new phenomenon in urban business tourism is grounded upon a research audit of self-service apartment properties undertaken for the city and of a set of structured interviews conducted with key stakeholders in the property sector. Full details of methods and sources are provided by Greenberg (2018) ; key stakeholders granted permission for their names to be used in presenting research findings. Davidson (1994: 1) defines business tourism as concerned "with people travelling for purposes which are related to their work" and considers it "one of the oldest forms of tourism". Business travel and tourism is a significant constituent of the global tourism economy (Davidson, Rogers, 2006; Faulconbridge, Beaverstock, 2008; Celuch, Davidson, 2009; Beaverstock et al., 2010; Beaverstock, Budd, 2013) and especially so for the region of sub-Saharan Africa where in many countries business tourism exceeds leisure tourism (Rogerson, 2015a) . This section situates the global growth in demand for self-service apartments in the context of existing scholarship on accommodation choice for business tourists. Questions about business tourism accommodation selection are interrogated in various research studies (Morris, 1995; Dolnicar, 2002; Krieger, 2003; Gilbert, Hoang, 2014; Kucukusta et al., 2014; Lehto et al., 2015; Moskowitz, Tsai et al., 2015; Guizzardi et al., 2016) . It is disclosed that business travellers look for several attributes to satisfy their individual requirements. Spatial location is the factor most strongly influencing accommodation selection followed by cleanliness (Choi, Chu, 2001; Dolnicar, 2002; Poudel, 2013; Emir, Saracli, 2014; Tsai et al., 2015; Yang et al., 2012; Zemke et al., 2015; Guizzardi et al., 2016) . The business guest has a great need for a conveniently located accommodation. Business guests require convenience, and this convenience equates to time saving. Saving time by being close to the airport or their place of business, whether it is for a short-term contract, meetings, or conferences is a significant determinant in the guests' choice of accommodation (Kirkman, 2013; Schoenfeld, 2013) . Other factors relating to location include accessibility to roads and public transportation, and proximity to recreational facilities and restaurants (Yang et al., 2012; Emir, Saracli, 2014; Hoang, 2014; ) . Business accommodation is therefore usually located in central areas such as financial districts and city centres (Choi, Chu 2001) . In other research conducted on business traveller's preference for accommodation features, Yavas and Babacus (2005) identify several similar attributes rated as high importance to the guests. These include: easy check-in and check-out; available in-house services, safe and secure parking; security and friendly employees. Likewise, Lehto et al. (2015) emphasize that cleanliness, safety and security, and efficient and friendly staff are high on the priority list of business hotel guests. Fawzy (2010) argues that the top-ranking accommodation attributes considered by business travellers are available business services (such as wi-fi and meeting facilities), cleanliness and, location.
Research on business tourism accommodation
With the expansion of business travel, there is intensified competition between full service hotels and other accommodation providers to attract new as well as repeat business from the travelling business community (Kirkman, 2013) . Bulchard-Gidumal et al. (2011) point out that business travellers are more difficult to please than leisure travellers. This is because of stressful travel, being apart from families, and staying in an unfamiliar environment. The home-away-from-home concept is adopted by many business hotels, and sets to alleviate the feeling of being in an unfamiliar place and to create a space and atmosphere for this particular client of which they not only want to stay, but eventually return for (Schoenfeld, 2013) . This 'homely' environment entails a cluster of interwoven factors contributing to the satisfaction of the business hotel guest. These attributes vary from comfort level to location, security, reputation and amenities focusing on leisure and relaxation (Choi, Chu, 2001; Dominici, Palumbo, 2013) .
The demographics of the business traveller generally depend on their line of work, position within the organization, and country of origin. The standard and style of accommodation is reliant on the needs and, most notably, on the budget of the business guest. Travelling salespersons for instance, would have different needs and travel allowances as compared to the senior company executive (Yang et al., 2012) . According to Dolnicar (2002) the average standard of accommodation is a mid-range lodging, or four-star accommodation, which offers val-ue for money services and amenities, whilst staying in comfortable and practical accommodations. Another factor influencing the business traveller's hotel choice is branding. Many researchers agree that branded accommodation offers a sense of comfort and appeals to most travellers as these establishments have a certain set of criteria which must be met to fulfil the brand's reputation and philosophy on standards (Dolnicar, 2002; Schoenfeld, 2013) .
Business travellers have high expectations with regards to safety and security (Dolnicar, 2002; Lehto et al., 2015; Guizzardi et al., 2016; ) . Guests travelling to areas of political unrest feature this factor as a top priority with many establishments employing armed security to keep guests safe and the hotel properties inaccessible to non-hotel guests (Raza et al., 2012; Banerjee, Chua 2016; ) . Loyalty programmes and incentives are also gaining traction in the accommodation sector making participating hotels more attractive to business travellers. Upgraded accommodation, access to executive floors and rewards systems are just a few of the many incentive programmes available to ensure repeat business (Hoang, 2014) . Schoenfeld (2013) describes business hotels as "designed to maximize productivity". Most business hotels offer a functional work area in the rooms and many offer suites with meeting rooms and facilities. For business travellers, modern comforts are generally expected when staying in a hotel. iPod docking stations, flat screen televisions, Wi-Fi and coffee making facilities are basic requirements over and above the essential room amenities offered by a business hotel (Kirkman, 2013) . Luxurious features such as individually decorated rooms, silk linen and sweeping views, together with luxuries such as heated floors and marble bathrooms are not uncommon in five-star establishments vying for business clientele (Kirkman, 2013) . Typical in-room amenities of business hotels include fully equipped bathrooms with amenities, a work area, mini-bar, and room service.
Market segmentation is becoming increasingly prominent in the business accommodation industry due to the rapid changes in customer needs and the vast amount of product offerings. With the lines blurring in respect to amenities and specific market offerings, it is critical for industry players to find niche markets and to capitalise on a superior competitive position (Alhassan, Sakara, 2014; Weinstein, 1994) . The serviced apartment industry is a distinctive form of tourism product which has emerged as a consequence of this segmentation. Serviced apartments are a new accommodation product in the business lodging sector and can be considered as a hybrid between the rental apartment and the standard hotel. This form of accommodation is expanding in demand amongst business travellers due to their offering larger living spaces, self-catering facilities and hotel-like services (Downey, 1991) .
The available international research on the serviced apartment sector confirms that this form of urban accommodation is rapidly growing in the international accommodation landscape. Rolt (2016: 1) emphasises that "the serviced apartment sector is the fastest growing part of the hospitality industry and offers today's travellers the best of a design-led hotel experience with at-home independent living". The international consultancy EY (2014: 24) refers to this product as: "apartments which are often designed for rental usage exclusively … and gaining traction globally as travellers continually seek accommodations that contain basic travel necessities, while also offering a sense of personal space in a comfortable atmosphere". This said, the definition of a serviced apartment varies from country to country (Arvidsson, 2015; The Apartment Service Worldwide, 2015) . Researchers and industry players acknowledge that there is no standard definition of a serviced apartment with terms such as 'aparthotel' and 'corporate housing' used in Europe (Poon, 2005 ; The Apartment Service Worldwide, 2016); serviced apartments, condominiums or condo-hotel in the USA (Pizam, 2006) ; and strata/ multi strata titled accommodation in Australia and New Zealand (Warnken et al., 2008) .
Arguably, serviced apartments offer an alternative form of lodging to the conventional hotel (The Apartment Service Worldwide, 2013; Spooner, 2016;). The allure of this form of accommodation can be attributed to the comforts and privacy of a homely environment, whilst offering the services and facilities of a hotel (Oehmichen, 2008; Arvidsson, 2015; Geieregger,) . This form of accommodation is mostly self-contained, offers larger living spaces, with a number of additional services available to the traveller, dependent on the quality of the serviced apartments on offer (Foxley, 2001; Geieregger, Oehmichen, 2008) . ' A home-away-from-home' is a recurrent theme that characterises the serviced apartment. Geieregger and Oehmichen (2008: 217) point out that whilst a hotel and a serviced apartment share the same objective of selling rooms for a night "serviced apartment providers attempt to provide a home away from home, personalised service and larger living spaces". From an investor perspective Younes and Kett (2007) aver that on a commercial level the serviced apartment sector is highly appealing as the risks associated with commencement, operational and maintenance costs are average as compared to that of traditional hotels, which are usually associated with high risks. In this regard, investing in this sector can be highly profitable with initial and operational costs between ten and fifteen percent lower when compared to hotels, together with fewer staff and subsidiary services, such as food and beverage facilities, profit margins are high (Henderson, Smith, 2012; Lippert, Treffers, 2016) .
Serviced apartments offer various room options which can accommodate more than one guest often from the same company and staying for a similar period of time, therefore making it an economically viable choice. Apartment buildings typically consist of high-rise residential buildings, which are divided into many privately-owned units (Jiang, 2016) . The building size and capacity varies from country to country, and even from suburb to suburb. Apartment buildings range in size from as few as ten studio apartments to as many as a couple of hundred mixed size apartments. Size and capacity tends to lend itself towards factors such as available land size, location and target market. For instance, Geieregger and Oehmichen (2008) note that popular business and tourist cities such as London, may have developments with as many as 150 apartments in a high-rise configuration due to the high cost of land. Poon (2005: 32) suggests that "the future supply of serviced apartments is expected to shift from business districts" as the competition for securing prime sites in global cities becomes increasingly competitive and expensive. One example of this spatial shift is the growing number of mixeduse projects which have been developed in emerging decentralised business nodes of South African cities.
The executive apartment sector in Cape Town, South Africa
It has been demonstrated that South Africa has an expanding serviced apartment sector or, as it is locally referred to, 'the executive serviced apartments sector' (Greenberg, Rogerson, 2015) . Executive serviced apartments are a recent phenomenon in South Africa and increasing in popularity as a new form of tourist accommodation. In terms of their national distribution serviced apartments concentrate in the country's major business and economic centres of Johannesburg and Cape Town which attract foreign and domestic business travellers both for short and extended stays. Although Cape Town is usually viewed as an iconic leisure tourism destination, the city is one of South Africa's most important business tourism destinations (Rogerson, Rogerson, 2014 . Research on the changing geography of business tourism in South Africa in terms of trip data shows consistently that Cape Town is a significant focus for business tourism (Rogerson, 2015b) . This is demonstrated by data for 2015 business trips which shows that across South African local municipalities, Cape Town ranks currently as the country's second most important business destination after Johannesburg, South Africa's leading commercial centre ( Table 1 ).
The growth of Cape Town as a destination for business travel is indexed by the fact that in 2001 the city received only 209 000 business trips; by 2015 this total had nearly doubled.
In terms of the city of Cape Town the major business nodes are the central business district (CBD), the Victoria and Alfred Waterfront (V & AW) and Century City. The location of these three major business nodes is indicated on Figure 1 . As discussed by Pirie (2007) the CBD has been the traditional focus of business development in Cape Town. Following a period of decline due to suburban flight since the 1980s a public-private partnership has driven the remaking of the image and physical condition of central Cape Town. Pirie (2007) shows how property developers transformed CBD work residential and leisure spaces by capitalising on spectacular heritage, natural beauty and locational advantage. Over the past 30 years massive private investment in new and converted buildings, and in public space, has reconfigured the old CBD "into a post-modern space of high-end production, service, and consumption that is aestheticized, commoditised and historicised" (Pirie, 2007: 125) .
Covering 123 hectares, Cape Town's V&A W has undergone significant renovations since 1990 with major redevelopment of its dockland and derelict warehouses (Kilian, Dodson, 1996) . The V&A W has experienced a radical transformation from 'port' to playground becoming the major leisure space in Cape Town (De Villiers, Ferreira, 2014) . The post-modern redevelopment is acclaimed inter- (Ferreira, Visser, 2007) . The waterfront development has emerged now as South Africa's most visited tourist attraction with 24 million visitors a year and is a geographical focus for a cluster of upmarket hotels (Rogerson, 2012; Ferreira, Boshoff, 2014) . Styled by Ferreira and Visser (2007) as the heart of an ' African Riviera' it is located within walking distance of Cape Town city centre and the Cape Town International Convention Centre which is the axis of MICE tourism in the city. The V&AW was developed as a mixed-use complex and comprises eleven shopping districts with more than 450 retail outlets and 80 restaurants, twelve hotels ranging from mid-range to luxury, 150 yacht moorings and seventeen residential apartment blocks. In addition, the V&AW has four small conference centres on site (Viola, 2014) .
Century City is a large mixed-use development situated in the north-west sector of metropolitan Cape Town. It is strategically located at the intersection of the N1 and N7 highways, adjacent two railway corridors, and within ten kilometres of the Cape Town CBD. This decentralised node is complementary to the Cape Town CBD and is home to over 500 companies, including most importantly the national or regional head offices of some of South Africa's blue-chip corporates. Marks and Bezzoli (2001) view Century City as 'a city in itself ' and representing a new post-modern urban space. They describe its defining features as follows: "Combining retail, leisure, offices, residential and ecological components under one roof, Century City represents the ultimate commodification of urban space and services. There are no low cost housing projects here, nor public schools or libraries, only those aspects of urban life that can be conveniently repackaged, reprocessed and reimagined. One can live, work and shop within the same complex without having to leave the gates of the 'City' gates, inhabiting a fictitious space, insulated from the troubles beyond its borders" (Marks, Bezzoli, 2001: 27) . Figure 2 shows the results of an audit which was conducted on the geographical distribution of service apartments in Cape Town. It reveals that the three business nodes are the sites for serviced apartment developments in the city. Of the three business nodes the CBD is the least important; the two main clusters occur in the surrounds of the V & AW and Century City.
Stakeholder interviews with property agents disclosed that in Cape Town the serviced apartment sector is patronised by a broad spectrum of different business professionals with the only specific specialisations identified those of professionals linked to oil companies and the city's booming film industry (Viola, 2014) . One marked difference between the Century City and 'downtown' central Cape Town is terms of the clientele. Century City is the location for a cluster of local head offices and attracts predominantly South African business travellers from other parts of the country for short to medium term contracts. By contrast, Cape Town CBD is the location for the headquarters of several internationally listed firms as well as the Cape Town International Convention Centre attracts a higher share of international visitors. For the two major clusters of the V & AW and Century City a more detailed unpacking and discussion of serviced apartments in these two spaces is presented.
Victoria and Alfred Waterfront
The first executive serviced apartment block here was developed in the early 2000s. The Marina, as the gated community of apartments is known, houses 17 apartment blocks, consisting of a total of 515 sectional title units which are owned either by individuals or hospitality groups such as Lawhill Luxury Apartments, Village n Life, and the V&A Waterfront Company. It is centrally located in the V&A Waterfront Marina. Individual apartment complexes are named in alphabetical order after ships that have sunk off the coast of Cape Town (Viola, 2014) .
Apartments are serviced, managed and maintained on behalf of the private and corporate investors. It was stated by one interviewee that some "owners make use of the apartments during the year and some have never even seen their properties. It is purely for investment purposes" (Van der Vent, 2014). In addition, whilst certain owners choose to furnish and service the properties themselves the hospitality groups, which manage several apartments, operate with a full staff of decorators, cleaning and maintenance staff (Viola, 2014) . A residential property expert specialising in the V&A, believes that the appeal of executive serviced apartments is, in part, due to the lack of affordable accommodation at the V&AW: "I don't know if hotels are losing their appeal, but there certainly seems to be an increase in demand for furnished serviced apartments. They are not necessarily less luxurious than the hotels, but they are certainly more private. The guests are able to have people over and come and go as they please. I think it feels more like home, you are not just this anonymous individual in a tiny little room with no space to do anything" (Viola, 2014) . In addition, another leading property expert believes that guests tend to use apartments due to the privacy, extra space and self-catering facilities. "When I was commuting every week, I used to find that some days I just didn't want to eat out, and being in a hotel room I couldn't just put something together. I would end up buying takeout and eating on my bed" (Van der Vent, 2014) .
Staying in an apartment is ideal for those with special dietary requirements or those that are health conscious, as self-catering allows the guest the flexibility of a variety of meals as compared to a limited hotel menu or buffet. Other elements such as security and convenience are equally strong motivators for apartment rentals. "We find that even with the conventions, guests will stay for more than one night because there is so much to do at the V&AW. A convention may last one day, but guests want to enjoy what the V&A has to offer. Apartment living is a lot more relaxed than staying in a hotel and I believe that is what drives the demand for it" (Van der Vent, 2014). Clientele is a mix of both domestic and especially international business persons. Amongst the foreign business travellers, the Marina was noted as especially popular with visitors from Saudi Arabia linked to the oil industry. Tight security and privacy make the Marina an attractive choice as many businessmen bring their wives and families. It was noted that booking fifteen units or even an entire apartment block was not uncommon (Van der Vent, 2014).
The growing South African film industry has focussed in Cape Town in recent years and become an important sector within the local business economy (Visser, 2014) . The V&AW has become an important destination which is popular with the local and international film industry. Serviced apartments are a major accommodation choice. One interviewee observed "The crew and actors are very demanding as to where they stay, and with them rebooking year after year, we must be doing something right. We have just let ten apartments in our long-term residential [sic] to a company that services the film industry. It is the local film industry, but for international series. " (Viola, 2014) . Another residential agent commented on a film company signing a three-month lease for ten apartments for an upcoming series. The duration of stay for those in the film industry depends on whether a series or feature film is being produced. Actors are accommodated for a minimum of six months for a feature film, and although the leasing period of a series is for three months, the probability of an extension is high: "The film companies will book in advance for the first and second seasons of a series. After the second series, they can usually ascertain whether it's a hit or not. If it is a success, then they book the next three seasons and usually take anywhere between three and five apartments" (Viola, 2014) . Beyond the film industry the serviced apartment sector benefits also from business travellers linked to conferences and corporate travel. Retail corporates such as Woolworths and Truworths make use of the long-term rentals for visiting senior management with leases lasting between two and three years. Other important clients are oil companies and insurance companies.
As shown on Table 2 apartments at the V&AW are available in various bedroom configurationsstudio, one, two, three-bedrooms, and penthouses. Typically, all the units are fully serviced, furnished and have a balcony or patio, satellite TV, air conditioning, complimentary Wi-Fi access, communal swimming pool and gymnasium access, underground parking, 24-hour security and a dedicated reception desk and concierge service. The clientele staying at the V&A prefer the larger configurations. Two-bedroom units are popular with the corporate guests as they can accommodate a guest in each room with a communal living space (Van der Vent 2014). The film companies also rent the two-bedroom apartments as the actors prefer the space. However, if supply is lacking, they will settle for the one-bedroom units. Penthouses are booked for the most important actors. Studio apartments are not popular for medium and long-term rentals; usually these spaces are booked for single travellers only staying for a night or two (Viola, 2014) . In summary, the executive apartments at the V&A Waterfront are upmarket and exclusive with luxury finishes catering to the higher-end of the client market.
Century City
Century City is a 250ha. mixed-use development which combines office, retail, residential and leisure components in an integrated urban environment (Marks, Bezzoli, 2001) . One component of this post-modern urban development has been the building of serviced apartments. By 2014, there was a total of 14 executive serviced apartment establishments in Century City, with each complex containing a number of units utilised for the purpose of short to long-term rentals, and permanent residents. Although these 14 executive serviced apartments complexes were identified in Century City (Fig. 3) (Van der Hoven, 2014) . Rental agents try to give their guests a hotel experience with the added benefit of being able to self-cater. Meet and greet on arrival, tours of the building and on-site amenities are standard procedures offered to the client. Some agents prefer the personal touch, such as a welcome pack containing toiletries, tea, coffee and a bottle of wine. "Our guests appreciate the welcome pack. It's a personal touch that you don't get in a hotel" (Van der Hoven, 2014).
As Century City was planned and developed as a mini city and was one of the first locations in the Western Cape to be fitted with optic fibre, the area hosts a concentration of computer and software companies which provide a client base. Employees in the computer and software industry make up the majority of visiting staff and professionals. Compared to the V & AW, Century City caters for mainly domestic South African business travellers with international business tourists. Indeed, business people from Johannesburg make up the largest share of the market followed by Durban. The corporate offices in Century City are predominantly local, with a few exceptions: "There aren't really any big international companies here. There were a number of call centres at one point, but they have since moved elsewhere" (Van der Hoven, 2014).
Century City boasts a variety of apartments, each developed using quality finishes. The aim was to have the same quality and appeal as apartments in central Cape Town and the V&A Waterfront. Room configurations range from studios to penthouse apartments; however, one-bedroom apartments are the most sought after. If these are unavailable, two and three-bedroom apartments are utilised. The apartments are housed in different apartment complexes situated within Century City. The buildings differ in finishes, on-site amenities and available services. Amenities such as satellite television, fully equipped kitchens and washing machines are standard. Services such as Wi-Fi and daily cleaning are available at an additional cost.
Conclusions
Accommodation services are a critical component of tourism development and a rising topic of attention in tourism scholarship including by geographers. Arguably, within the extant literature the bulk of attention is devoted to issues of accommodating leisure tourists. The changing business accommodation landscape was the focus of analysis in this paper. Until relatively recently few alternatives existed to hotels for business travellers seeking extended stay longer-term accommodation. Serviced apartments must be viewed as part of what Timothy and Teye (2009) describe as the emergence of new lodging forms. Currently, the phenomenon of serviced apartments is well-established across North America, Europe and parts of Asia (The Apartment Service Worldwide, 2016). In Africa, however, this segment of lodging is still emerging with South Africa and Kenya the leading foci (Greenberg, Rogerson, 2015; Kinuthia, 2016) . It is observed that whilst there is a component of the leisure market that uses serviced apartments the majority of clientele are business travellers.
This research examined the characteristics and local geography of the serviced apartment economy in one of South Africa's business tourism destinations. It was demonstrated that in the case of Cape Town the location of these establishments closely aligns with the city's major business nodes. Arguably, however, there is a differentiation between the two major clusters of serviced apartments in the city. In terms of apartment standard, it was revealed that the V&A Waterfront caters to a more upmarket clientele as compared to Century City. The quality of accommodation together with the available services and amenities are of a higher standard at the ' African Riviera' and business visitors are prepared to pay more for such services and amenities. The clientele for this accommodation varies between the two spaces. At the V&A Waterfront the market comprises visiting professionals and delegates from regional and international blue-chip companies; in addition, Cape Town's oil and film industries provide a additional flow of business clients. By contrast, Century City caters mainly for the domestic business tourist market, comprising largely of employees of the numerous IT industries located within the business node. Overall, these findings point to a conclusion that the service apartment sector must not be viewed as homogeneous in its makeup rather it exhibits a variable geography between different business nodes.
